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Our Advertisements 


have sometimes been made the subject of the friendly 
criticism that they are not personal enough—more 
adapted to make a mana Newspaper Advertiser than to 
make him our customer. This is not accidental. 


We believe the present need is for 


Broad-gauge Advertisers. 


When a business man reaches the conviction that Newspaper 
Advertising is a common-sense, modern method of ob- 
taining and maintaining business—when he sees that it 
is available and helpful in almost every line of commer- 
cial activity—When he understands (in spite of school- 
masters in the art, little or big), that he cannot count, 
measure, weigh, and gauge every advertisement—when 
he will use advertising not in the place of other effort, 
but to make other efforts effectual—then he has the right 
qualifications for making a good Advertiser. 


The Advertisement Writer 


may safely leave some things for the inference of the 
advertisement reader. Our experience is that when 
people conclude that advertising is worth doing at all, a 
gratifying proportion are able to determine the location 
of the aids which ensures its being done well. 

We have therefore no inclination to catalogue in each adver- 
tisement the features and facilities that have made and 
kept our Newspaper Advertising business the largest in 
the world. 

We invite correspondence from all intending advertisers. 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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Upon 
Application 


We send by mail the Atlantic Coast Lists catalogue 
of 1400 Local Country Papers. ‘These papers are 
published in thrifty towns in the New England, 
Middle and Atlantic Coast States. They are so 
divided that an advertiser can cover any consider- 
able section of this territory without taking the 


whole of it. 


These papers are read by fully one-sixth of the 


entire reading population of the United States out- 
side of large cities. 

Sixty per cent of them are the only ones published 
in their respective towns; 85 per cent are either the 
only ones published in their respective towns or are 
county-seat papers. 

To cover this territory in any other way as thor- 
oughly as the Atlantic Coast Lists will do it cannot 
be accomplished for a sum less than double what we 
ask for the service. 

Upon the second page of our catalogue will be 
found the individual lists, together with their line 
prices. Special discounts will be made to advertisers 
desiring to insert advertisements three months, six 
months or longer. 


If electrotypes are used but one need be furnished. 


If copy of advertisement is sent us we will put 





the same in type and submit a proof as it would 
appear in our lists, together with an estimate for 
its insertion for any length of time desired. 


Atlantic Coast Lists, 


134 Leonard St., New York. 
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ADVERTISING A SPECIALTY. 
By G. H. Powell. 


NO, I—POSSIBILITIES, 


Branching out largely in the adver- 
tising field is necessarily an experi- 
ment. It has been proved time and 
again that the very methods which 
have made a fortune for one man have 
worked directly opposite for another. 
A casual examination reveals the fact 
that no two industries are identical. 
‘Take two rival builders of machines. 
One may adopt a certain policy for ex- 
tensive advertising, and succeed in 
building up a large and _ profitable 
business. Now let the rival start in 
with similar methods, and he is handi- 
First, a prob- 


capped by two things : 
able difference of special features, and 


towards 
re- 


second, a coldness 


public 
piracy of old advertising 
vamped and made to do duty a second 


Originality is almost a necessity 


ideas 


time. 
in advertising. 

The man who seeks to create or in- 
crease a demand for anything must be 
possessed of three things, viz.: an 
article of merit, a capacity to supply 
the demand, and sufficient capital and 
ability to carrv on his business. 

As to the necessity of an article of 
merit, there can be little doubt. The 
man who thought he could bottle rain- 
water and make a fortune in advertis- 
ing it, was brother to the one whose 
horse died shortly after he taught it to 
eat shavings. An article devoid of 
merit may succeed for a time, but ad- 
versity with a lightning stroke will 
overtake it. The shores of the adver 
tising stream are strewn with the wrecks 
of misguided ambitions, If more busi- 
ness men would direct their attention 
to advertising meritorious articles and 
less to rubbishy ones, there would be 
fewer complaints about advertising not 
paying. 

Some of the best specialties ever 
produced have eked out an ordinary 
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existence and finally died when, by 
judicious advertising, a fortune could 
have been made. A few years agoa 
Boston chemist died, leaving little or 
nothing to show for his struggle with 
the world. Yet he knew the formula 
for the best ginger ale ever maufac- 
tured. For years he went along in the 
old way, making on a small scale a 
beverage that ought to have been 
known the world over. In a dingy 
office were twenty-three gold medals 
from various worlds’ fairs, awarded him 
in direct competition with the world- 
famed Cantrell & Cottrell, makers of 
Belfast Ginger Ale.. But to what pur- 
pose! He dreamed not of newspaper 
advertising, but plodded on in the old 
way, sending out a few thousand circu- 
lars yearly, and thus was lost, possibly, 
the largest bottling works on the Am- 
erican continent 

This man possessed a wonderful in- 
ventive and scientific mind, but he 
utterly failed to grasp the boundless 
possibilities of advertising. He re- 
lied on the theory that a superior 
article will advertise itself, and that in 
time people would drink no other gin- 
ger ale but his. Alas for false hopes ! 
Ye people who refuse the yellow fluid 
because of the unpleasant bite of red 
pepper, little you know of a pleasant, 
sparkling tonic that was lost to the 
world simply for lack of advertising. 

On the other hand, it is within the 
memory of the majority of readers how 
preparations like Scotch Oat Essence 
have expended thousands of dollars 
which were finally lost because of lack 
of merit. The moral is plain. If you 
have a superior article, advertising will 
help you. If otherwise, printers’ ink 
won't save you in the long run 

Advertising in a moderate way is not 
to be despised because a few large con- 
cerns each spend from $100,000 to 
$500,000 annually in this department 
of their business. One of the largest 
American advertisers commenced by 
appropriating the profits of the cigar 
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counter in his drug store. To-day he 


spends a quarter of a million dollars, 
yet when he started, others in his line 
were among the heaviest advertisers in 
the world. 
original advertising did it. 

you can do likewise depends. 


Merit, brains, pluck and 
Whether 


ART, IN ADVERTISING. 
By H. C. Brown. 


Mr. Donnelly’s remarks anent art in 
advertising in last week’s PRINTERS’ 
INK recall that somewhat pertinent 
heading, ‘‘ Important if true,” with 
which a cynical bachelor scribe was 
wont to decorate fashion notes from 
Paris in his paper. I am sorry not to 
recognize Mr. Donnelly’s name in 
some authoritative connection with the 
subject on which he writes, but per- 
haps that is a minor point; one is so 
apt to run across the men who know 
in the columns of PRINTERS’ INK, that 
a stranger within her gates is entitled 
to a little consideration. If Mr. 
Donnelly is an art critic I would ad- 
vise him to stick to it; if his knowl- 
edge of art in general is as great as 
his lack of knowledge on art in adver- 
tising, his success ought to be immense 
and his standing high. 

The purpose of advertising either 
with art or without is to make money. 
Mr. Donnelly starts off with the ad- 
mission that art in advertising induces 
the sale of a six-cent remedy for one 
dollar. Now what more do you want ? 
Isn't that the Alpha and Omega of ad- 
vertising, after all? If you could use 
a picture or anything else to such an 
advantage, would you lose any sleep 
nights thinking of something better ? 
A good many of us are hogs, but most 
of us know when we get enough. 

I am glad there is one family so su- 
perior to the rest of us as to be above 
the blandishments of the modern ad- 
vertisers, yet I have my opinion of a 
man who will drag his blood relations 
into a little discussion of this kind. 

The fact that some designs are made 
by artists of standing seems to worry 
Mr. Donnelly, and he feels called upon 
to defend the practice. 

Mr. Donnelly intimates that artists 
of good repute look upon this use of 
their work as a sacrilege, while, at the 
same time, they are not averse to earn- 
ing an honest penny in this direction— 
two statements which I think are 
hardly justified by the facts. Such 
men as Reginald Birch, George Whar- 
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ton Edwards, W. L. Taylor, Harry 
Ogden, E. W. Kemble and many 
others are, I think, above forsaking art 
for coppers. But the fact that they 
have done work of this kind in no wise 
detracts from their standing. There 
may be a few God-gifted beings who 
turn up their nose at this sort of thing 
(as Mr. Donnelly would say), but the 
majority are sensible men and are glad 

to lend their talent for a proper use. 
Art in advertising is founded on a 
rock, and will endure so long as poor 
humanity is constructed with an eye 
for the beautiful and a head for the 
understanding. 
. <a 


THE ANTIDOTE FOR DULL TIMES. 


FROM THE NOTE-BOOK 
EXPERIENCE, 


‘By Wm. H. Maker. 


To any business man of experience 
who stood at the threshold of the year 
18go0 and scanned the horizon, the out- 
look was peculiarly discouraging. 

The winter thus far had been phe- 
nomenally warm and unseasonable, and 
the stocks of winter goods throughout 
the country were still on hand. There 
was plain indication of a late spring, 
and well-grounded fears for the grow- 
ing winter wheat. 

Added to this, Congress was in ses- 
sion, and every little lawyer in it had a 
bill in his hat to regulate the finances 
of the country, though he could not, to 
save his life, have managed a country 
store. Such tinkering was producing 
its usual and inevitable effect—tighten- 
ing the money market until men saw 
just what amount of damage was going 
to be done. 

But beyond all these misfortunes was 
the tinkering of the tariff, which was 
already marked out as a political meas- 
ure, and was certain to occupy a large 
share of the year, 

We had been through a tariff tinker- 
ing year not long before, and had seen 
its baneful effects on business of every 
kind. Stocks were crowded off for fear 
of reduction in value by a lowering of 
the tariff, and business was almost 
paralyzed until Congress finally ad- 
journed. Such was the experience of 
the past, and could reasonably be 
looked for in the future, no matter 
whether one’s sympathies were with the 
high tariff or free trade men. 

It was plainly evident that the plans 
for the year should be carefully consid- 
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ered, and unless one wanted to see his 
business fall behind that of other years, 
he must make extra efforts and be wilil- 
ing to increase his outlay. 

To put more men on the road to 
drum the trade seemed unpromising in 
every way. Competition in that field 
had already rendered it unprofitable. 
There was but one field open, and that 
to increase the mail trade by a little 
more and greatly improved advertising. 
The year just passed (1889) had been a 
satisfactory one in sales and net profits 
To keep that of 1890 to the same fig- 
ures was my aim. 

The efforts we make for the holiday 
trade always ensure us a good January 
business. Usually our orders begin to 
decrease materially in May, touch their 
lowest point of the year in June, and 
are only a iittle larger in July. 

I began in March to hedge against 
the dull trade of May. I have al- 
ways found it easier and 
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American as against foreign manu- 
facturers. Why not incorporate a few 
pithy points from that standpoint into 
our announcements, encourage our 
friends, and put those who might 
disagree with us on the defensive? 
There was some risk in it, but there 
were many hopeful elements there 
too, and we started out on this cam- 
paign. 

We utilized everything that came 
before Congress—general politics, the 
force bill, silver legislation, Alliance 
hobbies, free trade, and the tariff. 

I am not boasting of the literary 
merits of these advertisements. They 
were not prepared in a closet, and had 
no wet nurses. They undoubtedly 
lacked a great many things that the 
latter day advertising expert would 
have put into them. All this is freely 
admitted, but they had the vitality in 
them which produced business, and he 





cheaper to hold trade up 
to a certain point than 
to attempt to bring it 
back there after once 
letting it fall away. In 
advertising it is certainly 
true that an ounce of 
prevention is worth a 
pound of cure. 

i looked over my copy 
with increased care, but 
in the space we allowed 
ourselves it seemed dif- 
ficult to make any rad- 
ical change. But the an- 
nouncements must have 
some fire in them, even 
though the topic was so 
prosaic a one as a piece 
of cutlery. Politics was 
the one thing every one 
was thinking of and 
talking about. Were I 
to use political phrases 
or points in my adver- 
tisements, would I not 
offend many whose trade 
I would be glad to have ? 
That question admitted 
of but one answer. Yet, 
outside of politics, what 
was there to use as 
flint with which to strike 
fire? 

Every intelligent per- 
son would take it for 
granted that our sym- 
pathies, if not our in- 


this 





WEEKLY SUGGESTION IN PICTORIAL 


Oh, 
Mamma, 
Dickie 
won't sing 
in 


horrid 


old cage! 
I think 
he 


wants 


one 
of those 
Hendrix 
brass-wire 


cages. 


ADVERTISING. 
By Top O’Collum, 




















terests, would be with 
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would be a bold man who criticises 
success. 

Our advertising is not done for gen- 
eral results, nor to create a demand for 
our goods to be supplied by retailers. 
We work for direct mail orders with 
cash enclosed, and with the small profit 
on any one order we must influence 
the thousands or we lose money. I am 
told that this is the most difficult busi- 
ness to establish, and that such returns 
are the severest test to which advertis- 
ing can be put. 

Much to my gratification, my orders 
the succeeding May were considerably 
ahead of any previous May. I had not 
expected this. I had been planning 
simply to hold my own with other 
years. I was confident I was on the 
right track, and kept on that line for 
the summer. Some of our advertise- 
ments were cut from the Century and 
filed with the Ways and Means Com- 
mittee as containing within themselves 
strong arguments for the American 
manufacturer as against the foreign. 
They had all the more force, too, be- 
cause they were plainly prepared for 
the buying public and not merely for 
political purposes. 

I keep my cash receipts in a special 
book by weeks. During June, July 
and August, every week showed an in- 
crease over the corresponding week of 
other years. Yet, during these months, 
general trade was declining, and from 
the passage of the McKinley bill until 
it went into effect in October, chaos 
reigned. 

For partisan purposes one side cried 
down prices, and the other side shrieked 
calamity! Dealers were uncertain of 
the future and bought only from hand 
to mouth. General trade was at a 
standstill. We took advantage of this 
condition of affairs in our advertise- 
ments. There was visible a keenly 
sensitive public nerve ; we touched it 
and the response was ready. Our mail 
trade increased and was in nowise 
affected by the financial panic that 
gave regular business a severe blow in 
the late fall. On the contrary, our 
holiday trade was the best we had ever 
known. 

At the close of the year a backward 
glance showed it to have been exactly 
what we feared for it in January. It 
had been a hard business year, ending 
in financial clouds. Our traveling man’s 
trade told all this only too plainly. But 
when we turned to our receipts from 
advertising we found everything satis- 
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factory and encouraging. We had in- 
creased our expenditure less than 15 
per cent, we showed a net profit on 
the year’s business of 25 per cent, not- 
withstanding our unsatisfactory whole- 
sale trade. 

There should properly be a moral 
here, but the reader has already found 
it. 21% aad 
SPECIALIZATION IN ADVERTIS- 

ING. 
‘By Henry Hoyt Moore. 

The next important advance to be 
made in methods of newspaper adver- 
tising is in specialization. By that I 
mean the adapting of the announce- 
ment to the special peculiarities of each 
set of readers. At present there is 
altogether too much of the one-electro- 
type-for-fourteen-hundred-papers idea 
in advertising. The orator who should 
use the same style and the same argu- 
ments in addressing a crowd of illiter- 
ate factory help and the Supreme Court 
bench would be not more unwise than 
is the advertiser who tells his story in 
the same way to the readers of the 
Weekly Punkinseed and to those of 
the Magazine of High Art. 1 recent- 
ly saw a forcible illustration of the 
right and the wrong way of appealing to 
a distinctive class of readers. Three 
rival newspapers put up their adver- 
tisements on the inner fence of a ball 
ground, where thousands of newspaper 
readers must see them. Two of them 
meant so much money thrown away, or 
rather applied to the purpose of helping 
their rival. They read, respectively: 
** The Daily Politician, the leading Re- 
publican paper of the city;” ‘* The 
Evening Bird of Prey, the best Family 
Paper in the World.” The third ad- 
vertisément was written by a man who 
evidently had in mind the tastes and 
thoughts of the people who were to 
read what he had to say, and was as 
follows: ‘*‘ The Daily Newsgatherer has 
the latest, fullest, most interesting and 
most reliable BASEBALL REPORTS.” 

Every paper has its peculiar clientele 
of regular readers, who have certain 
characteristics in common, which cause 
them to subscribe for and read the pa- 
per of their choice rather than some 
other paper. The tastes, standing and 
status of this group of readers ought 
to be studied by one who wishes to at- 
tract their attention. An advertise- 
ment which will please the readers of 
one kind of paper will offend those 
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who read a journal of a different sort. 
Let us suppose that a man has shirts 
to sell. He wants to attract the no- 
tice of the casual reader by a catchy 
head-line (for he knows that the mere 
statement that ‘‘Smith Sells Shirts” 
will not compel attention), so he gets 
up something like this: 
Soy, Young Feller! 

Do You Wear a Biled Shirt? 

IF SO, GO TO SMITH AND GET A 

MEW ONE FOR HALF PRICE! THIS 

1S A STRAIGHT TIP! 
Our shirtmaker then gets a thousand 
electrotypes of this announcement and 
sends them to papers of every kind— 
the dignified and the flashy, the relig- 
ious and the irreligious, the serious 
and the comic. What is the result? 
At least one-half of his readers who 
wear shirts and would like to get them 
at half price are disgusted with the 
slanginess of the advertisement, so for- 
eign to the character of the reading 
matter in their favorite journal, and 
vow that they will go without a shirt 
to their back rather than buy one of 
Smith. Now, this kind of slangy fa- 


miliarity may be well enough—it may 
be just the thing—for the reader of 
the Weekly Free-and-Easy, but if our 


shirtmaker will take our advice, when 
he comes to advertise in the Preachers’ 
Gazette he will discard his ‘‘ biled shirt” 
electrotype and try something along 
this line : 


Not in the Bible! 


You can’t find “shirts” in the Bible, 
but you can find them, and at half 
rice too, at Smith’s Shirt Temple, 22 
3ank St. Stocks, cravats, etc. for the 
clergy a specialty. >} B.—Ministers 
get 2 per cent off even ‘from our rock 
,0ttom prices. 


In his advertisement for the Zaw- 
yers’ Journal he will say: 


© ¥g! O Ye! 


Be it known that I, John Smith, have 
this day received a mandamus from 
the District Court to show cause why 
I, the said John Smith, should not be 
called a common liar for stating that 
I (Smith alias The Shirtmaker) sell 
Shirts and Underwear at half price. 
But let the peruser hereof AVOID THE 
LAW’S DELAYS, go to the Bank Street 
Emporium of the aforesaid John 
Smith and attest for himself the truth 
of Smith his statements. 


In the Literary Companion Smith 
will work off something like this : 

“I bought you a dozen of shirts to 

your back— 


Holland of eight shillings | an ell.’ 


speare. 


Falstaff paid a | dear for e shirts ; 
but then “ Poor old Jack” could not 
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them of Smith the Shirter, be- 
cause, forsooth, a’ made no shirts till 
1841. Half a hundred years i’ the busi 
ness have made him a right good mas 

ter of his trade, i’ faith! Send you 
straightway for a list of his wares, O 
goodman reader, at Number 22, Banke 
Streete, near the Towne Halle. 

In the Medical Repository Smith's 


advertisement will appear : 
YOUR PATIENT 


can get shirts at half price, and you 

can get bandages and lint for nothing 

(and shirts on as favorable terms as 

your patients), at Smith’s Shirt Dis 

pensary, No. 22 Bank St 

The irrepressible Smith will have his 
little joke in the Weekly Guffaw - 


Ha! Ha! Ha! 


Did you ever hear Barnum tell his 
story about his bet that a rival hadn't 
ashirt to his back? When the rival 
stripped off his coat to test the matter 

it was found, sure enough, that he had 

only half a shirt on his back! The 

old example of aman being so poor 
that he “hadn’t a shirt to his 

will have to be changed in these days, 

since Smith the Shirter has made 

shirts so cheap that anybody can own 
one. “Cheap enough for everybody, 
good enough for anybody.’ 

And soon. Even where the papers 
are not so sharply differentiated as in 
the above examples, the man who in- 
telligently studies the situation will 
find something peculiar, something /- 
cal, about each group of readers which 
should enable him to nail down their 
attention every time, and make them 
feel that he is saying, with the empha- 
sis of an outstretched fore-tinger, ‘*7 
mean You!” And to do that will in- 
sure success if the thing advertised is 
worthy of it. 

The really practical advertiser, who 
means to get more than his money's 
worth out of every advertisement, will 
adopt for one of his fundamental 
rules : 


EVERY 


buy 


ADVERTISEMENT IS TO BE 
SPECIALLY PREPARED FOR EVERY DIS- 
TINCTIVE CLASS OF READERS. 
-- +> 
My experience has been that there is 
not an advertising agency or advertiser 
in the United States but will pay more 
for a known circulation of 7oo than he 
is willing to pay for a claimed or un- 
known circulation of 2,000. ‘The mat- 
ter of known circulation is all-important. 
The advertiser and advertising agent 
will insist on trying to know what cir- 
culation they are buying, but I am 
sorry to say that both sometimes get 
“*left,” and publishers are responsible 
for it.—A. Frank Richardson, at St. 
Paul, Fuly 16, 1891. 
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ADVERTISING IN HUMOROUS 
PAPERS. 
By Frank Settles. 

I have devoted some time in ascer- 
taining the result of advertising in 
humorous papers. I find that an ad- 
vertisement in Puck, Judge, the 
Arkansaw Traveler and other humor- 
ous papers with a guaranteed circula- 
tion always pays. 

A well known manufacturer of soap 
with whom I was speaking the other 
day assured me that his advertisements 
in this class of papers paid him so 
well that he is seriously thinking of 
discontinuing his advertisements in 
several hundred country papers. 
‘* For,” said he, ‘‘I receive requests 
for samples from every State in the 
Union, and the majority mention that 
they saw my advertisement in some 
one of my class of humorous papers.” 

There is nothing which cannot be 
advertised successfully in humorous 
papers. I have found from experience 
that a paper devoted entirely to humor- 
ous maiters pays the advertiser better 
than a paper that devotes a column or 
so in each issue to ‘* funny sayings.” 
Some time ago I placed a one-inch ad- 


vertisement of a specialty in the lead- 


ing humorous publications, and I 
found that half of the answers came 
from country towns. This proved to 
my mind that this class of papers has 
a larger circulation in villages and in 
rural districts. I had my doubts be- 
fore I placed the advertisement, but 
within two weeks the amount of mail 
coming in answer dispelled all doubts. 
I know that this class of papers paid 
—paid me well. 

Large, well-displayed advertisements 
pay best, as a rule, but I would be will- 
ing to trust a neat-looking one-inch 
advertisement against a three-inch one 
badly prepared, Advertisers in these 
papers should always make their copy 
short. This class of readers likes 
something short and tothe point. A 
small advertisement into which has 
been crowded twice as much matter as 
is contained in its companion in the 
next column is generally glanced at and 
passed. 

A well known piano-maker of New 
York told me some time back that he 
believes the popularity of his make of 
instruments was increased more by ad- 
vertising in humorous papers than in 
any others. He is a man who has ad- 
vertised in nearly all papers of known 


PRINTERS’ 


INK. 


circulation in the United States, and, 
of course, speaks from experience. I 
do not think that the majority of ad- 
vertisers know of the result to be de- 
rived from this class of papers. 

A good many advertisers expect re- 
sults without putting forth much effort. 
An advertisement to pay in any paper 
must be carefully prepared and dis- 
played in an attractive manner. You 
should not expect good results from a 
poorly prepared advertisement. First 
make your advertisement attractive. 
Next, don’t crowd in unnecessary mat 
ter, and lastly, try and secure a good 
position. The humorous readers are 
*‘ great skippers,” and I think it will 
pay advertisers who intend to use this 
class of papers to study how to make 
their advertisements specially attractive. 

It is said of some men that their ad- 
vertisements seldom pay, and this re- 
sult is attributed to their lack of ability 
in preparing the copy. To all such I 
would particularly urge the placing of 
the construction of their advertise- 
ments in the hands of some talented 
advertising writer. 

A weii-made advertisement placed in 
a humorous paper is like a well-made 
hat. It wearswell. Results are often 
obtained after your advertisement has 
been discontinued for months. A 
humorous paper never dies. It is read 
and re-read by all the members of a 
family, and visitors find pleasure in 
perusing its columns. 


aed 
TuHIncs WELL Saip 
AND WORTH REPEATING, 

‘* Never fix the price of anything so 
low that you can’t afford to advertise 
it.” 

‘**Circulars hit only once, if at all, 
and are then consigned to the waste- 
basket.” 

‘“Don’t advertise spasmodically— 
keep at it. Your particular line of 
goods may not be wanted to-day; 
they will be sought to-morrow, or the 
day after.” 

** Don’t 
January to December. 
sionally. Don’t get into a rut. 
some vim.” 

** People won't and can’t guess that 
you have a good thing.” 

**Success means thought. It costs 
no more to publish good matter than 
poor. Prepare your matter carefully ; 
make it attractive; don't crowd; let 
your catch lines be bold.” 


run the same card from 
Change occa- 
Have 
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** There should be a point to every 
advertisement. State your point and 
stop right there. Don’t keep on just 
to fill space.” 

** Judicious advertising 

Creates many a new business. 

Enlarges many an old business. 

Revives many a dull business. 

Rescues many a failing business. 

Saves many a falling business. 

Preserves many a large business.” 

**He who in the world would rise, 
must either fail or advertise.” 

“* Your advertisement is your repre- 
sentative. It need not be large or im- 
posing, but should be honest and re- 
spectful.”” 

** Advertising is to business as aman 
well shod; without advertising, man 
will always plod.” 

** Advertising is an eloquent and 
effective ‘salesman’ — distinguished 
from the verbal salesman in this, that 
while the latter talks to one customer 
the advertising salesman is talking to 
tens, possibly hundreds, of thousands.” 

** Courageous, intelligent, persistent 
advertising means the largest possible 
success in any particular line.” 

** Non-advertising means the limita- 
tion of business to personal influence.” 

a od 
HERE AND THERE. 
By Horace Dumars. 

Publishers generally are expecting a 
great boom in advertising during the 
coming six months, and there is every 
reason for believing that they will not 
be disappointed. It only requires a 
little confidence in the season to start 
business in this line going, and such 
confidence is already possessed by the 
majority of large advertisers. 


Mr. A. B. Scott, of ‘‘ Emulsion” 
fame, informs me that his firm has de- 
cided to discard all cuts during the 
coming year and also to drop large 


display lines. In their stead will be 
used light-faced type, such as “‘ old 
style,” and principally pica size, for 
their single-column advertisements, 
with larger sizes of the same face for 
wider space. The change is a very 
radical one, but will be hailed with de- 
light by publishers who are averse to 
‘*black ads.” It may seem a little 
lonesome to those who for years past 
have been accustomed to see the words 
**Scott’s Emulsion ”’ staring them in 
the face whenever they opened a pa- 
per ; but they will still have the sub- 
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stance at hand, and may easily refresh 
their memories concerning the fact that 
it is ‘as palatable as milk.” I con- 
fess that the change surprised me, but 
there is no doubt good reason for their 
departure from the lines so familiar to 
the public. 


The Worcester Corset Co. are pre- 
senting some very handsome illustra- 
tions in connection with their advertis- 
ing, and by changing cuts frequently 
they make their space doubly attrac- 
tive. When their present efforts are 
compared with the insignificant cut 
that was formerly run month after 
month, I cannot but agree with certain 
Philadelphia parties, that ‘‘the world 
do move.” 

While in Chicago recently I had the 
pleasure of meeting several of the lead- 
ing managers of advertising who are 
well known by their works throughout 
America. Mr. C. S. Kirk, of the 
James S. Kirk Company, is the gentle- 
man who gladdens the hearts of repre- 
sentatives of mediums of general cir- 
culation, as it is he who ‘‘ puts them 
on the list.” _In speaking of the many 
schemes that are now being thrust upon 
the advertisers of his city, he told me 
that each day brings to his attention a 
batch of chestnuts that are being 
pushed with a view to taking advan- 
tage of the willingness of Chicagoians 
to help along almost anything that is 
supposed to boom the World’s Fair. 
Chicago is reaping some of the disad- 
vantages of the notoriety she has 
gained through her coming exposition, 
by becoming headquarters for a host 
of advertising ‘‘fakirs.” They ex- 
pect to find rich pluckings from _busi- 
ness men whose enthusiasm leads them 
to jump into almost any worthless 
scheme presented to them in the guise 
of an advertisement in connection with 
the big fair It was not with this kind 
of advertising that Kirk’s soap has 
gained its extended reputation, and 
Mr. Kirk declines to be lured away 
from the good old lines by the wily 
gentlemen who drop in upon him at 
almost every hour in the day, to show 
him how he can startle the world by a 
small investment, providing he takes 
space in their schemes. 

Mr. Robert J. Wilson, of Armour & 
Co., had just returned from a trip 
abroad, his duties in connection with 
this large firm requiring his presence, 
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at times, upon the other side, and his 
trip in this instance being of a business 
nature. From conversation upon 
affairs across the Atlantic I did not 
discover that the large advertisers over 
there contemplate any great increase 
intheir American advertising. Armour 
& Co. do some very attractive and tell- 
ing advertising, but, surrounded by 
the buzz of so many voices made 
necessary by the transaction of an 
enormous business such as is conducted 
in that office, the wonder is that Mr. 
W. can collect his thoughts sufficiently 
to even think of mediums and space, 
to say nothing of what is to occupy the 
latter. The great meat king, Phil 
Armour, sits at a desk but a few feet 
away, and if he can keep track of his 
millions of dollars and remain within 
earshot of the hum of the many voices, 
it is presumable that Mr. W. has also 
acquired the art of getting down to 
business regardless of the buzz which 
would upset many advertising men, 
who are accustomed to work only when 
everything i is quiet. 


+o 
POINTE RS V WORTH 
JOTING. 

From Profitable Advertising. 

Question.—For advertising a natural ne- 
cessity, is it better to spend $1,000 in each of 
100 papers, or $100 in each of 1,000 papers ? 

If the advertising is to be continued fora 
year, I think the value of $100 in each of 1,000 
papers would be greater than $1,000 in each of 
100 papers, as the field covered would be much 
larger, and it would all be, if papers were judi- 
ciously selected, as effectively advertised as the 
smaller territory reached by the 100 papers. 

Marcus WiGut, 
Of J. C. Ayer & Co. 
* 7 * * * * 

Question.—How many times can the same 
advertisement appear to advantage ? 

It gave me great pleasure to meet “ Paul 
Pry" a few weeks ago. It gave me great 
pleasure when a friend presented “* Paul,”’ say- 
ing, ** This is Paul Pry, editor of Profitable 
Advertising ; he writes advertisements and 
is a royal good fellow.’’ There was nothing 
uncertain in the clasp of my hand on Paul's, 
and the whole of my two hundred and ten 
pounds of bounding life went out to him. 

We met again another day. Now suppose 
our friend had begun, “ This is Paul Pry, ed- 
itor of Profitable Advertising ; he writes ad- 
vertisements, and is a royal good fellow,”’ I 
have a notion that I might look at our friend 
in surprise, and ** Paul’’ would have got some- 
thing less than a one-hundred-and-fifty-pound 
shake, instead of the two hundred and ten he 
had at first. 

Supposing we met again and our friend 
should start off once more, “ This is Paul—” 
how do you think I would feel when he got to 
the “royal good fellow?’ Do you think he 
would have got anything more than a mild 
hundred-pound shake from me ? 

Suppose this should be once more repeated, 
and my angelic nature gave way and I| shouted 
“ Paul Pry be blessed,’ who under the sun, 
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moon and stars could blame me if I gave poor 
‘Paul’ the tips of the deadest fingers that 
~~ went reluctantly to a fellow ? 
Will this answer your question ? 
GeorGe R. KEennepy, 
ot Barnard, Samner é Co., Worcester. 


Qu ESTION. - shits it pay to advertise testi- 
monials? Why? 

In answer to your question, ** Does it pay to 
advertise testimonials? Why?" about the 
only answer we can make is, we do not 
know, and do you know anybody that does 
among general advertisers? We frequently 
do it, because we believe it is valuable 
advertising, for the reason that there is 
an inherent quality in human nature which 
impels nearly all of us to believe the statement 
of a person who has had actual experience. 
Even you yourself, we believe, would credit 
the statement of one of your neighbors or ac- 
quaintances who had tried Johnson’s Anodyne 
Liniment and found it valuable, more than you 
would anybody's theory regarding it, particu- 
larly if the latter party was an interested one. 

Yours very truly, A. A. BraGpon, 
Of 1. & Johnson & 5 
. 

In reply to your otitis " Does it pay to 
advertise testimonials? Why?" we beg to 
say that we have successfully a testimonials 
2 our advertising work, though not exclusively. 

e promise to cure pain. A truthful testimo- 
nial isthe performance or the evidence and 
proof of cure. A sufferer needs to be per- 
suaded and convinced. Great care must be ex- 
ercised as to the truthfulness of every state- 
ment. A false one will do infinite harm, a 
correct one unlimited good. For instance, John 
Smith, a villager, is promptly cured by St. Ja- 
cob’s Oil, and he says so. We publish his 
statement in the village paper. He is appealed 
to ; he verifies and praises. The latent effects 
of such additional advertising are immeasur- 
able. One of the most prosperous patent med- 
icine advertisers (forty years of a fruitful ca- 
reer) has used testimonials very exte nsively, 
But a very wide distinction is to be made in 
advertising, from the mafure of the thing ad- 
vertised, and a knowledge of the class that 
buys. Medicines are taken by compulsion and 
require greater fersuasion ; greater with in- 
ternal than external remedies. Articles of util- 
ity or fancy require other forms and modes of 
coaxing. Profitable advertising is wrought out 
of experience. Outside of it there is very 
much to know. We feel safe in the use of 
true testimonials. We know they are true, 
and unless some *‘ substitute "’ is palmed off on 
a customer, we know St. Jacob's Oil and Dr. 
August Ke senig’s Hamburg Family Medicines 
will perform prompt and permanent cures 

Tue Cuares A, Voceier Co., . 
By Louis. Sandlass. 

* - * + fod 

“Egotism is the component ae of the 
make- up of a successful writer of advertising 
matter. 

This was hurled at the writer a few weeks 
ago by one of the largest advertisers in the 
United States. 

“Do you consider egotism mecessary to 
make up a successful writer of advertising 
matter ?”’ was asked. 

“Certainly,” was the answer; “I would 
not take the work of an expert Ses was not 
an egotist. 

This requires careful thought. Is not an 
advertiser, as well as the writer, an egotist 
Is not advertising generally prompted by ego- 
tism ? 

Are not the prominent men in all lines, be 
they professional or commercial, all egotists ? 
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C. J. BILLSON. 

One of the successful advertising 
representatives in the country is Mr. 
C. J. Billson, of the Scripps Publish- 
ing Company. His opinion about 
PRINTERS INK ought to be worth 
something to men who want to study 
the art of advertising. Our reporter 
had this interview with him a day or 
two since: 

“Will you kindly inform me, 
Ww hat papers you represent ? 

* 1am connected with the Sc ripps Publishing 
Cc omenty and the Pittsburgh Chronicle Tede- 
graph.” 

‘** May I ask you, for the benefit of the gen- 
eral reader, what is ‘The Scripps Publishing 
Company ? 

lo use a term which is becoming very fa- 
miliar with the public, it is a syndicate of 
newspapers, owned by the same people and 
published, respectively, in Detroit, Cleveland, 
Cincinnati and St. Louis. The business of the 
Scripps syndicate became so large that the ad- 
vertising work has been divided up. Like the 
little tree, it grew, and grew, and grew to such 
an extent that one man was not able to man- 
age it. Though not an old man, I have 
been with the Scripps League longer than any 
other man connected with it. When the work 
was divided I attached myself to the older pa- 
pers in the league, with which | was originally 
connected, to wit: The Detroit s, the 
Cleveland Press, and the Pittsburgh Chronicle 
Te te rraph, whic “h is not a Sc ripps paper. 
take it, Mr. Billson, that in the interests 
of these newspapers you are obliged to travel 
considerably over the country ?’ 

“Yes. My journeys reach as far West as 
the Mississippi and as far South as Florida.” 

‘And I suppose you come in contact with 
leading business men who desire to advertise ?’ 

“ Yes, sir. I do not suppose there is a prom- 
inent advertiser in the daily newspapers of the 
United States that I have not met in this way.” 
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‘““May I inquire if you have ever seen 
PRINTERS’ Ink in the travels you have made 
in that w 

“Oh, yes ; frequently. I think I have seen 
a copy of Printers’ In in the possession of 
every advertiser I have met.”’ 

“What is your opinion of that journal as a 
ne wspape r enterprise ? 

* My opinion is that, for some years past, 
there has been a demand for a journal of that 
kind. 

** You mean a periodical which will cater to 
the real wants of advertisers, just as Print- 

Ink aims to do?” 

‘Yes, sir; a periodical both for the new 
and the growing advertiser—a journal that 
will give to them the inside facts of advertis- 
ing; that will tell them something about the 
methods of doing business. This information 
is extremely valuable to the man who is going 
to adve rtise, either in a small or a large way. 

‘Is it not a fact that the novitiate in adver- 
tising is quite ignorant of what he needs, and 
requires guidance to a considerable extent ?” 

* Most undoubtedly. To illustrate : a mer- 
chant of New York wrote to me to-day, stat- 
ing that he wanted a certain amount of space 
in the Detroit News. 1 made an estimate, 
and found that the advertising that he wanted 
would him a little over $1,100! He 
answered that he thought the expense wou! ! 
not be over $75. Now, if this man had been a 
reader of Printers’ INK, he would not have 
made such a miscalculation, For the adver- 
tiser who reads that journal right along will 
find various estimates of the cost of advertis- 
ing in different papers, and he cannot fail to 
get some idea of the expense of such work.” 

** You have probably noticed that consider- 
able entertaining literary matter pertinent to 
the subject of advertising appears in Print- 
ers’ Ink. May I ask your critical opinion of 
the value of such matter?’ 

‘I think it is a unique and, so to speak, ap- 
petizing feature of the periodi al in question. 
here are a good many features about the ad- 
vertising business that can be brought out ina 
curious and entertaining way ; and it will be 
found that, at the bottom of such articles, 
there is a great deal of solid wisdom or, at 
least, food for thought.’ 

“Speaking about the inexperience of adver- 
tisers, how long does it take an advertiser to 
become educated in the business ?’ 

“Sometimes he doesn't get his education 
until he has lost all his money. That has 
been the trouble with many advertisers, but it 
seems to me that Printers’ Inx will change 
this condition of affairs, for that journal gives 
a plain, practical idea of how the man shall do 
his advertising, and tells him enough about 
the expense he will be put to to enable him to 
form a fair judgment of the venture.” 

?-o 
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THE EASIEST PROOF. 
Freperick W. Nostranp, ) 
General Advertising Bureau, > 

Jew York, Sept. 30, 1891.) 

Editor of PRINTERS 

For the purpose of laying before advertisers 
a convenient yet absolute proof of the paid 
circulation of a paper which I represent, I 
inquired of several of the advertising ex- 
perts what in their opinion constitutes absolute 
proof. 

I append a reply from Mr. Artemas Ward, 
with whom I venture to disagree. 

I claim that the circulation proof of this 
paper can be positively arrived at by showing 
an autograph letter from the American News 
Co., stating how many copies were actually 
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paid for by them, by exhibiting a photograph 
of the post-office receipts for postage paid as 
second-class matter during the same period, 
and by making affidavit of the number of sub- 
scribers who receive their copies either by car- 
rier or in stam packages, with permission 
for any advertiser to yn the subscription 
book and verify the affidavit. 

Will you oblige me by stating if you think 
my views are correct? F. W. NosTRanp. 


ENocu Morcan’ s Sons Co., ! 
Soap Manufacturers, 
439 West Sr., New York, Sept. 29, 1891. 1 
F. W. Nostrand, Esq.: 

In reply to yours of September 25th, I would 
say that absolute proof of circulation can be 
best arranged by each publisher in accordance 
with the nature of his publication and of his 
connection with the advertiser. It would be 
impossible to lay downa general rule. News- 
papers are distributed by the P. O., by car- 
riers, by news dealers and otherwise. Some 
within the limit of a city—some within the 
whole limit of the world. 

ArTeMAsS WARD. 


This is another case of ‘“‘ straining 
at a gnat and swallowing a camel.” 
We observe that the paper Mr. Nos- 
trand refers to is credited in the Amer- 
ican Newspaper Directory with only 
two stars. The best thing for him to 
do is to get a three-star statement in 
the Directory, the accuracy of which 
Messrs. Geo. P. Rowell & Co. guaran- 
tee by a forfeit of $100, This will go 
a good deal further with advertisers 
than photographs of receipts and auto- 
graph letters from news companies. 
The way to get this rating is to send 
in a statement of actual issues for 
three months, duly signed and dated. 
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ORIGINALITY IN ADVERTISING. 


Tue Ga.utson AnD Hosron Co., } 
Publishers of the Hatter and Furrier, the | 
Clothier and Furnisher, the Cloak Review. [ 
New York, October 7, 1891. } 

Editor of Printers’ Ink: 

We notice on page 381 of your issue of Oc- 
tober 7, just at hand, that you credit to the 
Boston Boot and Shoe Recorder an advertise- 
ment which originally appeared in the //atter 
and Furriter. 

This advertisement was designed by our 
own artist, in this office; it was made and 
paid for by Bill & Caldwell ; and its deliberate 
use by the Boot and Shoe Recorder is some- 
thing we are unable to comprehend. 

We send you herewith a copy of the //atter 
and Furrier containing the first publication 
of the design, and also send for your inspec- 
tion the original drawing. 

Tue Gatitson anp Hosron Co., 
Per L. D. Ga.tison, President. 


THE DOCTOR'S SOLILOQUY. 
From Lippincott’s Magazine. 
Said a Doctor: “ Though ethics decide 
That to advertise we are denied, 
Still the day will be chilly 
When we can’t find bacilli, 
And then we'll be known far and wide,”’ 
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FOR SALE. 
Advertisements under this head 0 cents a line 


Fx GOODS for premiums. EMPIRE 
PUB. CO., 2 Reade St., New York. 


TTRACTIVE premium goods offered by R. 


H. Ingersoll & Bro., 65 Cortlandt St., N. Y. 


YONTROLLING INTEREST FOR SALE in 

first-class monthly, with national circu 

lation, in city of nearly 300,000. Address, 
promptly, “ F.,” care PRINTERS’ INK. 


R SALE—A “weekly newspaper, in a 

town of 6,000. Only one other paper. 
Earnings, $5,000 to $6,000 per year. Good cir- 
culation. Address “ C.,” PRINTERS’ INK. 


F YOU WANT TO SEL L, your Newspaper 
or Job Office, a Press, or a Font of Type, 
tell the story in twenty-three words and se ond 
it, with two dollars, to the office of PRINT- 
ERS’ INK. If you will sell cheap enough, a 
single insertion of the announcement will 

generally secure a customer. 


E HAVE A HERRING SAFE that has 

been in use for twenty years, originally 
cost $900; also a Marvin Safe, ten or twelve 
years old, with burglar-proof compartment 
cost $800. Both “; these safes are large an 
first class, and good as new. Will be sold on 
favorable terms. ‘address GEO. P. ROWELL 
& CO., 10 Spruce St., N. Y. 
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WANTS, 
Advertisements under this head 530 cents a line 
NY PERSON wishing to sell a proprietary 


artic le of established value may address 
T. F. K.,” P. O. 672, New Yor 


ANTED—A location for a weekly Repub. 
lican paper on or near the Atlantic 
Address JOE F. W HITE. Paintsville, 


bp tty ~~ wanted to secure subscrip- 


tions for Printers’ Ink. Liberal terms 
allowed. Address Publishers of PRINTERS’ 
Ink, 10 Spruce St., New York. 


ymggy oS a estimate eo) wanted at 

once. Address CHAS. H. FULLER'S AD- 
VERTISING ‘AGENCY, 4) Temple Court, New 
York, or 69 Dearborn St., C rn St., Chicago, Ills. 


War? t. “additional medium, by 
NS, Sole Special Advertis- 

ing Agent for Street & Smith’s New York 

Weekly, No. 5 Beekman St., New York. 


ANUFACTURERS of Improved Office 
Fixtures please send particulars and 
General Agents’ terms. We shall have a sub- 
agent or office in every important town in 
Pa. Address, General Office Supply Co., La 
Plume, Pa. 


7 ANTED—A practical farm paper editor. 
One who can take entire charge of the 
editorial policy of a paper of four years’ 
standing. A fine opportunity for a smart 
man. References required. Address “ W.,” 
Box 672, New York. 


ANTED—Some one to invest $5,000 fora 

—— interest in a proprietary medi 
cine Tomecss (stock company). Can show 
any good business man a rare opportunity, 
and best of references. Address ‘“ LABORA- 
TORY,” 511 Wis. St., Racine, Wis. 


TEST.—Anything that attracts attention 

in the way of an advertisement pays, 
and to the end that you may practically test 
the value of a raised surface on an announce 
ment, we will during September and Octo- 
ber, 1891, only, for $20 cash, engrave your 
name, business and address (3 lines) artisti- 
cally, and emboss it in gold on 1000 Trans 
lucent Bristol Folders; the 3d page filled 
with such letter-press announcement as you 
desire ; the whole enclosed in No. 1 1 quality 
ay Sanit printed. GRIFFITH. 

CADY CO., Embossers, Holyoke, Mass, 
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ct. good nature, and persistency. A 
distinct success as an advertising solici- 
= Honor bright, can prove it—stick to 
too. Present abode—100,000 population 
108 small, would prefer headquarters— 
New York or Chicago. “SALAKY AND COM 
MISSION,” PRINTERS’ INK. 
VERY ISSUE of PRINTERS’ 

religiously read by many thousand 
newspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver- 
tisement. Any story that can be told in 
twenty-three words can be inserted for two 
dollars. As a rule, one insertion can be relied 
upon to do the business. 


INK is 





SPECIAL NOTICES. 


Advertisements under this head, two wus or 
more, without display, We. a lin 


V AN BIBBER’S, 


FRsssert IS THE MAN. 


QPOKANE SPX )KESMAN. 

+ 

Auz LISTS ARE strong. 
GRCRRERAREES, Minneapolis. 

b -_—- — 

L?=" INKS are the best. New York. 


AS: HERALD, Phila., Pa. 15th year. 


80,000 monthly. 
MVHE GRAPHIC, Chic ago, “the great West- 
ern illustrated | weekly.’ 


MPVHE GRAPHIC, C hicago- 
least cost to advertisers, 


RIGHT, clean and 2 able 
FRANCISCO BULLE 


ENTS’ names $1 wo " $10 per 
AGENTS’ HERALD, Phila. Pa. 


COMPLETE Family New spaper. 
FRANCISCO CALL. Estab. 1853. 


OR TIRED, WEARY BRAINS, take BRO- 
MO-SELTZER. Sold everyw here. 


4AN FRANCISCO WEEKLY CALL 
)) BULLETIN cover the Pacific Coast. 


RGEST evening circulation in Califor 
a ‘nia-SAN FRANCISCO BULLETIN, 


PSs SPEROUS, intelligent people reache ee 
eTIN 


Most value at 


is the SAN 


1,000 


A* 
A 


SAN 


and 


by the SAN’ FRANCISCO BULLE 


OST “Wants,” most circulation, most 
adv’s. SAN FRANC ISCO C ALL leads. 


IGH grade, pure tone, honest circulation. 
None better. SAN FRANCISCO CALL. 
ARGEST DELIVERED DAILY cire a 

4 in Connecticut—NEW HAVEN NEWS 


56.7 ‘ DOration Sant % OO CALL 


46 
RANCISCO CALL. 
Hes ORDER Mechanical Eagrerny- 


Rhodes, 7 New Chambers St 


NTERPRISE, Brockton, Mass. Cire’n 6,500, 
‘4 Advertising rates 15 cts. per inch per day. 
OUISVILLE COMMERCIAL—Largest cir- 
culation of any cae Morning Daily. 
ATENTS FOR IN TORS ; 40-page book 
FREE. W. T. FITZGERAT. D, 300 F S8t., 
Washington, D. __, SEES 
NE-THIRD farmers of N. W. are Swedes. 
SKORDEMANNEN is only Swedish farm 
paper in America. Minneapolis. 
CAN SEE THROUGH IT, CAN’T YOU ?— 
If not, advertise in THe MepicaL HERALD. 
Tex YEARS THE LEADER IN THE WEST AND 
Sours. For rates address CHAS, FAS 
SETT, Bus. Mgr., St. Joseph, Mo. 
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fP\HE ADVERTISER’S GUIDE, 16 pages, 
fall edition, mailed on receipt of stamp. 
STANLEY DAY, New Market, N. J 


"Y\EXAS FARMER, Dallas. Larger circula- 

tion than any other Texas paper, and 
among the best peepee. Proved circulation, 
over thirty thousand. 


IRECTORY PUBLISHERS, please send 

circulars and price list of your directo 
ries to U. 8. ADDR ~ CO., L. Box 1407, Brad 
ford, McKean Co., Pa. 


~ > om cire ulars, samples, 
OO for distribution, to P. O. PR 
Alexandria, Licking Co., Ohio. 
utes for $2.40 thousand. 


EDICAL BRIEF (St. Louis) has the largest 
4) circulation of any medical journal in 
the world. Absoiute proof of an excess of 
thirty thousand copies each issue. 


I IRECTORY & GAZETTEER. Just pub 
lished. Manitoba, Northwest Territories 
and British Columbia. 1069 pp. Price, $5.00. 


Henderson Directory Co., Winnipeg, Man. 
& Co, 


P APER peste KS.—M. Plummer 
161 Wil St., N. Y., sell every kind ot 
paper used “7 soinbcamndl publishers, at low 
est prices. Fu | line quality of PRINTERS’ INK. 


1.500,000 7) SWEDES in U. 8. (be 


ee s other Scandina 
vians.) SKO DEM EN is their only farm 
paper. Semi —— 9 ‘e pages. Minneapolis. 


QEORDEMANNEN (“The Harvester.) 
Swedes harvested millions this year. They 
have the “stuff.” You want their trade. 
SKORDEMANNEN can make the connection. 
Over 7,000 circulation. No proof, no pay. 
Minneapolis. 
Jp ead SUBSCRIPTION ACC’T BOOK. 
Only perfect method for subscriptions. 
5 years’ record. New System. Farm-Poultry 
uses books for 34,000; Lutheran Observer, 
13,000; Irrigation Age, 11,000. Sample free. 
O. KLING, Denver, Colo. 


wr NOT OWN an Illustrated Newspa- 
per to advertise your business? Did 
you know it could be done at moderate cost ? 
Particulars and samples free to any respon 
sible firm. PICTORIAL WEEKLIES CO., 
283 West 23d St., New York. 
I HYMING “ADS” catch attention and 

hold readers to the end. Send one dol 
lar for “poem” on any subject. Eight for 
five dollars. H. C. BRACE, St. Louis, Mo. 
References: Trade 


5, san Ripsh ers, etc. 
Box 43, 
He’ distrib 


Review, Bulletin Com- 
merce, Western Trade Journal. 


MVHE GREAT MEDIUM for the South and 
West. BELFORD’S MAGAZINE, month- 
New York, is among the 161 newspapers 
= which the new edition of the American 
Newspaper Directory for 1891 accords a regu- 
lar circulation of more than 50,000 copies each 


issue. 
I ENVER, Colorado.—Geo. P. Rowell & Co. 

of New York in their new BOOK FOR 
ADVERTISERS name the best, most widely 
circulated, most influential papers at eac 
important center of population or trade 
throughout the whole country. For Denver 
the paper qoocneee. distinction is the 
DENVER REPUBLIC 


( F the 207 new spapers and pertocienis pat 

lished in Connecticut in 1891, the HART. 
FORD TIMES stands at the head in point of 
circulation. The American Newspaper Di 
rectory rates it the highest by several thou- 
sand. It is undeniably the newspaper in 
Conn. for the advertiser seeking best results. 
A popular family newspaper. 


VHE AGE-HERALD, Birmingham, Ala., the 
only morning paper printed in the min- 
eral region of Alabama. verage daily cir- 
culation, 7,500; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis- 
ing rates address THE AGE-HERALD COM- 
PANY, Birmingham, Alabama, 
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we YOU ARE 





in regard to newspaper advertising, it is best to con- 
sult with some recognized authority whose experi- 
ence will save inadvisable outlays and secure the best 
results for the money. 

We receive many inquiries from intending ad- 
vertisers—business men with some specialty which 
they desire to push, but who have not yet decided 
upon any plan of action. 

For the use of this class of persons we publish 
a “ Book for Advertisers” which contains much care- 
fully compiled information of value to beginners. 
We will send this book to any address upon receipt 
of price : $2 bound in cloth, or $1 in paper cover. 


GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREAU, 
10 SPRUCE ST., N.Y. 
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|" WAS A WISE MAN who 


said: ‘“ Leave nothing to what 






















is called ‘luck,’ and you will gen- 





erally be what is called ‘lucky.’”’ 
So in advertising. 
Take every possible precaution that will 


assure success. Secure the best 





advertisement obtainable—the one 


of all others that will be most 





likely to bring you business. 

Then see that it goes in the right me- 
diums—the papers that will bring 
you the largest returns. 


By giving painstaking care to 





all of these essentials you will 
probably find that you will have 
“good luck” in advertising. The 


difference in expense between do- 





ing a thing right and doing it 
wrong is not usually considerable 
—it is certainly worth looking after 


in advertising. We will advise 





with you on any of these points. 


GEO. P. ROWELL 4&CO., 


NEWSPAPER ADVERTISING BuREAU, 
NEW YORK. 










10 SPRUCE ST., 
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PRINTERS’ INK. 
A JOURNAL FOR ADVERTISERS. 


ROWELL & CO., Pusuisters. 
New York. 


GEO. P. 
Office: No. 10 Spruce St 
Issued every Wednesday. Subscription Price 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 
cents a 
one- 
addi- 
First 


ADVERTISEMENTS, agate measure, 50 
line; $100 a page; one-half page, $50; 
fourth page, $25. Twenty-five per cent 
tional for special positions—when granted 
or Last Page, $200. Special Notices, Wants or 
For Sale, two lines or more, 50 cents a line 
Advertisers are recommended to furnish new 
copy tor every issue Advertisements must 
be handed in one week before the day of pub- 


lication. 
EDITOR. 


JOHN IRVING KOMER, 


NEW YORK, OCTOBER 14, 1891. 


For the week ending October 7, 628 new 
names were added to the mailing list of Priwt- 
ers’ INK. 

Tue Newsman reprints from PRINT- 
ERS’ INK of Sept. 2 the account of the 
offer of $5,000 made to the publishers 
of the American Newspaper Directory 
for an advertisement in the gazetteer 
portion of the book—but makes an 
error in stating that the copy consisted 
of 42 lines. It was 42 words, and the 
price offered and refused was equiva- 
lent to $120 a word. 

— 

AN interesting journalistic enterprise 
in New York is an Armenian paper 
called the Ararad. It was formerly 
published at Constantinople, but was 
suppressed for political reasons in 1876 
by the Turkish government, and the 
editor was beaten to death. Its pub- 
lication has been resumed here by Mr. 
P. M. Ayvad, the son of the murdered 
editor. 


IN an advertisement, the publishers 
of the Century state that the matter 
which they print in the course of a 
year would, if issued in regular book 
form, cost about one hundred dollars. 
What is it that enables them to bring 
it within the reach of the public for 
just one-twenty-fifth of that sum? The 
formidable array of advertisements in 
the back of the magazine answers the 
question eloquently. Surely, then, the 
advertiser may be considered one of the 
best friends of literature, since it is he 
who furnishes the ‘‘ sinews of war.” 
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ON the ground of never putting off a 
joke till to-morrow if it could be done 
to-day, a Scotchman recently advertised 
in the Glasgow Mews - 

MATRIMONY. Serious.—Wanted, a wife to 
bother my life. Address - * 

He is a frank fellow, evidently, and if 
he catches a tartar will have no right 
to complain. 


THE Washington Star announces the 
establishment of a bureau of advertise- 
ment writing in connection with its 
business office. Mr. William A. Hun- 
gerford, for eight years advertising 
manager for Woodward & Lathrop, is 
in charge. The idea is to furnish, at a 
moderate cost, assistance in the prepar- 
ation of advertising matter to patrons 
whose advertising is not large enough 
to warrant an exclusive service. 


A COUNTRY journal which calls it- 
self ‘‘a rattling good, at $1.50 weekly, 
newspaper,”’ has decided that it does 
not want any foreign advertising, as 
‘‘home institutions pay best.” It 
therefore sends out due notification 
with this request: ‘* Please send in 
future all communications you may 
have for me or my paper to the editor- 
in-chief of the Fiji Islands A/issionary 
Masticator, and oblige,” ete. 

A WRITER in Puck of October 7 
pens the following verses apropos of a 
**For Sale” advertisement in PRINT- 
ERS’ INK: 

WHAT WILL COME OF IT? 





IR SALE— THE LEE COUNTY NEWS, 
published at Smithville, Ga., a town of 
about 800 inhabitants. Has an excellent job 
rinting outfit. Only paper in the county. 
Vill be sold at a sacrifice, because the pres- 
ent publisher wants to attend school. Ad- 

dress, GEO, E. CLARKE, Smithville, Ga. 

—PRINTERS’ INK, Sept. 9th. 





Here’s modesty ! a thing so rare 
In editors of weekly journals, 

That Georgia could much better spare 
A full battalion of her Colonels. 


Now, with the craft it’s not the rule 
To train for editorial labor ; 

They want, in place of lore from school, 
Paste, scissors and a sharpened Faber. 


But George will sell his Smithville sheet 
To the first blacksmith who would buy tt ; 
Then shall some office cat complete 
Clark's training with a paper diet. 
And back to Georgia he will hie, 
And when the weekly News says vade, 
The worn-out properties he'll buy, 
And start an illustrated daily. 
R. W. M. 
We have no fault to find with either 
the verses or their sentiment, but the 





PRINTERS’ 


title is misleading. The poet should 
know that a single insertion of an ad- 
vertisement in ‘* the little schoolmaster 
in the art of advertising” can usually 
be relied upon to do the business, pro- 
vided the advertiser will sell cheap 
enough. 
i . 
THE REVIEWER. 

Westerners are, as a rule, pretty live, 
enterprising sort of people, but some 
of the advertisements they put out are 
enough to give a man trained accord- 
ing to Eastern standards ‘‘a pain in 
the neck.” Some of the best edited 
papers in the country come from the 
Pacific Coast, but I rarely open one 
without a feeling of inward misgiving 
as to what new atrocity in the adver- 
tising line is about to present itself. 

* * 

Here, for example, is a tailor’s card 
inviting patronage. Please notice the 
nice, modern style of clothes he 
makes : 


‘Tailor. 


SPECIALTY. 


The cut is probably an heirloom 
from the advertiser's grandfather. 
ax 
What does the gentle reader sup- 
pose is the subject of the following en- 
with the large and elegant 
Is it used to illustrate 


graving 


perspective ? 


the architectural attractiveness of a San 
Francisco beer saloon or a second-rate 
grocery store? Nay, nay, it is ‘‘a 
select boarding and day school for 
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young ladies,” with ‘‘ fifteen profess- 
ors and teachers.” I think if I ran a 
school for young ladies, and it looked 
like that, I should want to lock the 
terrible fact close within my own bo- 
som—or else admit that possibly it 
wasn't so awfully ‘‘ select” after all. 


CLAY STREET, 


TISPACTION “IN QUALITY aN 


The above shows a way the Cali- 
fornia printers have of advertising. 
The cut, it will be observed, ‘‘ has 
nothing to do with the case.” 

* 
* # 

Here is another specimen of the 

stock-cut order : 








The old gentleman from the back- 
woods is evidently out seeing the sights, 
and this advertisement appears to be 
one of them. He has been doing this 
sort of duty for so many different ad- 
vertisers and for so many years that it 
is no wonder he begins to look a little 
seedy. 
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This attractive specimen of “art in 
advertising” is interesting and literally 
speaks for itself. 


* * 

The following announcement of an 

incubator company completes the col- 

lection, and ought to form an effective 

testimonial to the vigor of the fowls 
produced by this system. 





Now, I dare say some persons will 
think these are all first-class advertise- 
ments, and I shouldn’t be surprised to 
be informed that Western advertising 
averages even better than Eastern. 
After all, isn’t it all a matter of opin- 
ion? Who shall say what is a good 
advertisement except the man who is 
in a position to see the returns? And 
in nine cases out of ten his business is 
such that the advertiser himself can't 
attribute results to particular adver- 
tisements. It is the same old circle 
constantly leading back to the starting 
point. And in the meantime we will 
all probably continue to exercise the 
prerogative of a free country and hold 
individual opinions, 


| far below the basement. 








A SUCCESSFUL ADVERTISING AGENT. 
From Art in Advertising. 

What some men may do in the way of enjoy- 
ing life and managing an advertising agency 
at one and the same time is revealed by the case 
of Mr. J. Walter Thompson. Mr. Thompson 
has on his list almost as many bright young 
men as the Su, and they seem to penetrate 
the town like the ubiquitous reporter while 
their chief enjoys himself at his home at New 
London, with occasional lapses to his New 
York office, In the country he lives the life of 
a man totally unfamiliar with special » ediums 
and periodicals, with which he fights fur rates 
In winter Mr. J. 
Walter is a galley slave. Many a night when 
I have been going up late in the cars I have 
found him the only representative of our 
glorious profession down-town at that late 
hour, and I never met him when he was not 
glad to talk business, to find out what little I 
knew, and to suggest that we ought to do a 
little more business together. [| must say, 
however, that I have never seen him at New 
London when he would speak of the shop— 
there he is all yacht, steam launch, horse, and 
the affairs of the summer season, 

_— ae aa 
ENLARGED HIS PLANT. 
From the Colorado Sun, 

“* What sort of a newspaper plant have you 
got out here ?’’ asked the Eastern man of the 
wild Western editor. “I have been using a 
Colt’s 44,”’ replied the editor, modestly, ‘* but 
considering the difficulties arising out of the 
late campaign I have about concluded to get 
a Winchester.” 


BEATTY 





Organs $35 up. Catalogue Fre? 
Dan’! F. Beatty, Wash’ton, N. J. 
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LETTERS to let. Good ones. J. H. 
Goodwin, 1215 B’way, N.Y. 
ELL & CO., No. 10 Spruce St., ~ York. 
CEOCRAPHICAL MACAZINE. 
Photos. Cheapest newspaper cuts 
MVHE PRICE of the American Newspaper 
scription to Printers’ Ink for one year. Ad 
Facilities 300 Reams Daily. 
45-51 Rese Street, - 


F YOU WISH to advertise cnx thing any- 
where at any time write to Ow- 
OOD ENGRAN 
GOLDTHWAITE’S 
CIRCULATION UNIVERSAL. 
$ Portraits—Made to order from 
. made. Send for proofs. CENTRAL 
PRESS ASSOCIAT'N, Columbus, 0. 
Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid sub 
dress: GEO. P. Poe nee & OO, Publishers, 
No, 10 Sprnee St., New 
Large Runs Solicited. 
GIBB BROS. & MORAN, 
PRINTERS, 
New Vork. 
_COMPOSITION—_ELECTROTYPING— BINDING. 





HENEVER an advertiser does business 
with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
Printers’ Ink, Address: GEO. P. ROWELL 
& CO., New: wepepes AS: Advertising Agents, No, 10 
Spruce St., 








PRINTERS’ INK. 419 


8,807,800 Circulation. 


fend for this great list of Daily Rowapapers, 
-096,000 monthly circulation. Any 50 
Daily Papers may be used at $3.00 per 
} nch per month, the weeklies being included 
ree. 
B. L, CRANS, 10 Spruce St., N. Y. 


nN YO EVERY PERSON who will pros ure five 

cash subscriptions to PRINTERS’ INK, 
we will send the paper for one year gratis 
and a cloth-bound copy of our * * Book for Ad 
vertisers ;” for ten cash subscriptions, a copy 
of the American Newspaper Directory will 
be given = r. additional premium. Address 
GEO. P. ROWELL & CO.,, Publishers, 10 Spruce 
St., Ne New w York 


Dodd’ =H He Bost me 


Send for 4 in 


RELIABLE DEALING. CAREFUL SERVICE. 
____ 6 LOW_ESTIMATES. 68, 




















(ass PAPERS. Trade Papers. Complete 
lists of all devoted to any of the various 
trades, professions, societies, etc.. may be 
found in Geo, P. Rowell & Co’s “ Book for 
Advertisers,” which is sent by mail to any 
address on receipt of one dollar. Apply to 
GEO. P. ROWELL & CO., Publishers, 10 
Spruce St., New York. 





Study Law 
At Home. 


Take a course in 
the Sprague Corre 
spondence School of | 
Law. Send ten cents 
(stamps) for partic 

ulars to 


W. C. Sprague, L.L.B, 


$12 Whitney Block 
Detroit, Mich. 








VERY ONE IN NEED of information on 
the subject of advertising will do well 
2 obtain a copy of “ Book for Advertisers,” 
gy price one dollar. Mailed, postage 
paic on receipt of price. Contains a careful 
compilation from the American Newspaper 
Directory of all the best papers and class 
journals; gives the circulation rating of 
every one, and a good deal of information 
about rates and other matters pertaining to 
the business of advertising. Address ROW 
a Y apie BUREAU, 10 Spruce 
St., N. Y. 


ADVERTISE IN 
The National Reporter System 


10 Magazines, 90,000 Weekly Circulation. 
All paid pubeces ptiome of highest class. 
The MUST ve read ! 
They ARE sant 
They PAY the advertiser ! 
For particulars address 
S. C. WILLIAMS, Mgr., 42 Tribune Bg.,N. Y. 


















MERICAN ages. Com printed in for 
Ay 


eign languages. mplete lists of Ger 
man, Scandinavian, French, Spanish, or 
Portuguese newspapers a the United States, 
or all those printed in any language other 
than English, may be found in Geo. 
Rowell & Co’s “ Book for Advertisers,” which 
is sent by mail to any address for one dollar. | 
We ly to GEO. P. ROWELL & CO., oe 
Capru ice St., New York. 


An advertisement isn't always as valuable in 
one paper as in another. 


Same Way With Signs. 


Don’t employ a man to paint them wher 
ever he can get the privilege free. Spaces 
that cost nothing are generally worth less. 

Our locations are all valuable, and our 
signs pay the advertiser every time. 

THE R. J. GUNNING CO., 


297 Dearborn St., Chicago. 





CATALOGUE OF 4,000 PAPERS in which 

we own $100,000 worth of advertising 
space that we wish to sell, will be sent to 
any address on receipt of 15 two-cent stamps. 
We will receive orders for advertisements 
to be inserted in these papers and accept 
from parties having fair Casinos ratings 
notes coming due after the advertising has 
been placed and its results realized. Address 
ROWELL’S NEWSPAPER ADVERTISING 
BUREAU, 10 Spruce 8t., Ne St., New r York. 


FRANK LESLIE’S 


Popular Monthly. 


In its 2d volume. 





CIRCULATION, 125,000. 
It has for years proved profitable to the best 
known advertisers. It will pay you. Try it! 
Mrs. FRANK LESLIE, Publisher, 
110 Fifth Ave., New York. 


HIS PAPER does not insert any adver 

tisement as reading matter. Everythin 
that does appear as reading matter is lecsrtel 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read 
ing matter. The cost is 3) cents a line each 


| issue for two lines or more. 


“TOO BUSY ?” 


To attend to 

Frequent changes of 
YOUR ADVERTISING 
and thus neglect it. 

I can give you a 
portion of my time 
and prepare matter 
suited to your needs. 


RALPH H. WAGGONER, 
10 Spruce St., Room 4, New Verk. 


Asse 





OVERMAN, WH EEL CO., 


CHIC OPER aTES, MASS. 
| BOSTON, WASHINGTON. DENVER. SAN FRANCISCO. 


A. G. SPALDING & BROS., Special Agents, 
Chicago, New York and Philadelphia, 
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MONEY i: sii 


membering our ad¢ ~ a anc 
ting PRIMERS, CUTS, ADS., 
or us. 


<A" 9900 


paid-up yearly sub- 
scribers as compared 
with this time last 
year, is the showing 
of 


THE 


National Stockman 
and Farmer, 


PITTSBURGH, PA. 
It has the LARGEST 
CIRCULATION of 
the regular weekly 
agricultural papers. 


See It! Try It! 
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| 


WHY 
NOT 
| pon vl 


q T 
i | 


As an 


‘Advertising Medium ? 


75,000 Monthly, 


or no pay. 


Rates, 50 Cents per Line. 
20 per cent cheaper on yearly ad- 
vertisements, 


| SEND FOR SPECIMEN COPY. 
GEO. W. CLAFLIN, 
PUBLISHER, 


122 Nassau St., NEW YORK CITY. 


PVE nate By DOTS & FABRICS PUBL CO. 
ae te eee, on. 


THE 


LEADING 
FASHION 


Advertising Rates, 45c. 
a line. 


Preferred positions extra 
Forms close the 20th of the Month. 


550 Pearl Street, New York. 


A solicitor of large experience, business 
tact, tatogrity gad pom. wanted in New 
York, Phi adelphia, Baltimore, New Orleans, 
Chicago, St. Louis, Milwaukee, Cincinnati, 
Cleveland and San Francisco, to sect 
vertisements for a leadi somatic 








circulated = he Wy Y's: nited 
Address es Ave., 
New York. 
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WANTED—A Man 
with $5,000 to $10,000 cash. 

Jan., "91, a couple of young men started in 
the Patent Medicine Business. Sons of an 
eminent English physician, and the eldest 
having studied chemistry in London, they 
soon got together a collection of really unique 
specifics for various diseases, with which 
they had every reason for hoping to achieve 
the most brilliant success. | 

New to their business, they went, like 
many more before them, the wrong way to| 
work, and in consequence soon found that 
the capital they had intended to use for ad-| 
vertising purposes had to be drawn upon for | 
initial expenses, wh . came to much more 
than they had expec 

Now, having paid “their bills, and having 

enough for current expenses, they find they 
have no capital to put in exte nsive advertis 
ing. Not only that, but they have over 350 
applications, and more coming in every day, 
from ladies in every State in the Union who 
wish to act as agents and whose orders ag 
gregate $2,100 (as a result of one advertise 
ment costing $77.62) and they cannot fill the 
orders. 

There is a CHANCE of a lifetime here for a 
man with the necessary capital. Advertising 
pays, and these medicines, unlike many oth 
ers, can be sold upon their merits. What is 
more, two or three of them are positively 
unique. They have no rivals, and are unlike 
anything ever brought on the market. Any 
business man, and especially any advertising 
expert, will see what an advantage this is. 

there need be no delays. Everything is 
ready for business. No old bills to pay. Ad 
vertising matter all printed. Trade-mark 
registered. Medicines manufactured. Offices 

ened, All that is needed is the lever to set 

ball a-rolling. The possibilities are im 

-—A.. and boundless. The chance a KARE 
and VALUABLE one. 

Investigate it! 

Apply with re ferences to P. O. Box 470, Chi 
cago, t | 


—THE 


Toronto Globe, 


Canada’s Foremost 
Newspaper. 





DAILY EDITION delivered each morn. | 
ing by Special Train, carrying GLoBEes 
only and running 1%) miles through On 
tario. Circulation printed in plain fig 
ures every day. 


SATURDAY EDITION, »® pages, with 
four pages on extra paper, beautifully 
illustrated by half-tone process. Hand 
somest Saturday daily in Canada. 

| 


WEEKLY EDITION—* Werxty Girone! 
AND CANADA FARMER”—reaches every | 
nook and corner of Canada. The most 
popular family weekly in the Dominion 


Rates Based on Actual Circulation. rs 


Detailed Daily Statement to any Advertiser. | Sa 
| 


Exclusively represented by 
ROY V. SOMERVILLE, | 
SPECIAL ACENT, 
105 Times Building, New York. 











A PERFECT SEASON OF 


RESULTS 


Advertisers are reporting larger returns from 


ALLEN’S LISTS 


than ever before. 





Those whose business is of such a nature 
that they can trace their returns to the me- 
diums that influence them, find that Allen’s 
Lists 


LEAD ALL THE REST! 


A number of the most conservative of the 
great business houses took special means 
of making such tests. The result has uni- 
formly been large, continuous contracts. We 
court the test; it is a race we like to enter, 
especially in company with the fastest of the 
gilt edged. 


ALLEN’S LISTS, Augusta, Maine. 
COLDTHWAITE’S 


Geographical Magazine. 


This is an Age of Big Things! It may startle you, 
when we make the statement that there 
over Six Hundred Thousand Teac hers a 
the Public Schools of the United States 
and Canada. A fact, nevertheless. 
We know that you will consifer ee reat un- 
ertaking, when se tell you BARE GO- 
ING TO. fea H EVERY SINGLE ONE sf these 
~ andres thousand teachers DIRECT, PER 
ALLY ADDRESSED and MAILED. No du- 
piicate names nor duplicate copies. We will 
asue between Oct. 15th and Dec. 15th, 1891 
Eleven Editions of Fifty Thousand Copies each, 
of our October M. Magasine and a =. Pre- 


|mium Catalogue, 


Premium Catalogue ever a blished - chouse 

in America. The first edition is out. 

copy will be mailed on application. It is the - -4 

complete list of names and addresses in the 

United States absolutely correct to date, with 

— and P.O. address of every single individual 
teacher—a feat we have accomplished at an ac- 


| tual cost to us of Five Thousand Dollars. We 


have a limited number of for advertisers, 
and, if you desire space any one or all the 
editions, we request yee te Se your application 
for same at once. We have made the price at the 
bottom, from which _ is no deviation, for 
one or more editions. You may insert rt your ad 
vertisement in one,two or all “he editions, as 
a i: I~ ¥ The bier are a r page; 
vy r page; 


half page; $15.00 aA, 
Les eighth page com ie. No space re- 
»~ =A less than one-eighth The value of 


your advertisement we think will be nt to 
you. This double number is a book that will be 
eee reserved. We estimate that at least 
illion peop will read the contents of 
fa single ou want to do any busi- 
ness with us fully. 
THE G oL .DTHW AITES, 
Nassau St., New York. 
P Wanted, thoroughly Feliable Advertising Agent 
orevery to solicit advertising ess for 
this Special Number. 
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PRINTERS’ INK, 


This One Week 


qv E two-cent stamps Ww ill get you a sam 
4 ple of ARTHUR’S HoME MAGAZINE, Phila. 
Agents wanted. 


And This the Next: 


TX each month, and articles on Fashion. ARTHUR'S 
HORT and al) matters of interest tothe Home 
TORIES Finely illustrated, $1.00 a year. MaGaZine, 
AMPLE copy for five 2c stamps. Philadelphia. Pa 


Will be printed in over 


Three Million 
Papers 


FOR NEARLY A YEAR. 





Advertising Pays Us. 
IT WILL PAY YOU 
If You Try Us. 


Space at all the Agencies. 


WILSON'S 


NEWS INK 


The typographical appearance of : 
newspaper depends largely upon the 
quality of the ink used in printing it. 
If the ink does not work clean, the 
newest type made would not improve 
the looks of the paper. If you use 


WILSON’S INK, you are sure of! 


having satisfactory results. 


TESTIMONIAL. 
BRECKENRIDGE NEWS. ) 
CLOVERPORT, Ky., Sept. 30th, 1891. § 
W. D. Wilson P’t’'g Ink Co. 
140 William St., New York: 

Dear Sirs—Enclosed find check for $7.20, 
for which please send me by freight a 100-Ib 
keg of news ink for winter use. The last 
I got from you Gere pertpes satisfac- 
tien. It is the ink { can get for 
the price. Yours truly, 

Jxo. D. BABBAGE. 


Send for aie and special discounts for 
Addr 


W.OD. Wilson Printing Ink Co. 


(Limited), 
140 WILLIAM ST., NEW YORK. 


OFFICE OF 


|The Toledo Blade. 


TOLEDO, Ohio, September 10th, 1891. 

be following is an accurate statement by 
weeks of the circulation of the TOLEDO 
Ww EEKLY BLADE, for the past six weeks. 
This entire circulation goes to subscribers of 
| all States, Territories and Counties of the 
United States, every one of whom have paid 
| their subscription in advance. Without 
doubt the WEEKLY BLADE is the best ad 
vertising medium of any weekly paper pub- 
| lished in the United States : 





August 6th, 189! 
August (3th, 
es 20th, 

August 27th, e° 
September 3rd, 1891.119,000 
September (Oth, 1891.120,000 


By the way, the 


TOLEDO DAILY BLADE 


has the largest circulation of any daily paper 
in Toledo, being regularly above 13,000 copies 
per day—15,000 on Saturdays. The largest 
circulation of any daily paper in Ohio, out 
side of Cincinnati or Cleveland. 

For further particulars, advertising rates, 
ete., address 


THE BLADE, Toledo, Ohio. 











SECURE 

| ADVERTISING 

FOR YOUR 

SPECIAL EDITIONS. 


About this time of the year it is 
the practice of many enterprising 
newspapers to get out special edi- 
tions, for which they seek patronage 
from advertisers. 

The best, most effective and cheap- 





est way to call the attention of ad- 
vertisers to these special editions is 
to announce them in PRINTERS’ INK. 
To be most effective, the announce- 
ment should be sent in not less 
than a month before the date of the 
special edition. 


GEO. P. ROWELL & CO., 


Publishers, 
10 Spruce Street, N. Y. 











PRINTERS’ INK. 


whebeg Put Sunday Schoo! Times, 


NEW YORK LEDGER ° iv PHILADELPHIA. 
Presbyterian. 
Lutheran Observer. 


National Baptist. 





; | Your Christian Standard. 
TWO SPECIAL a. are erian Journal 
HOLIDAY NUMBERS: parti Ri 


Instruct 
THANKSGIVING NUMBER, | | Christian Statesman: 
Issued and Dated Nov. 21st, Christian Recorder. 

Lutheran. 


GOING TO PRESS OCTOBER 81st. | BALTIMORE. 


Baltimore Baptist. 
Episcopal Methodist 


CHRISTMAS NUMBER, Presbyterian Observer. 















Issued and Dated Dec. 12th, 
GOING TO PRESS NOVEMBER 2IsT. 





A paper gradually creates 
The Christmas Number of last year was . 2 in 
universally acknowledged by competent;;ts own constituency. These 
— to bet he most attractive and artistic . 
of any Holiday Issue. The designs for the ‘ re ave @ i > 
covers of the above numbers, which will be papers have been publishe d 
drawn in colors upon heavy paper, are Sita —— 
rawn by the same renowned artist, Wilson| from twelve to sixty years. 
de Meza, and his great success of last year a : ‘ 
is surpassed. The advertising space is lim-| [Their hold is so strong in 
ited. Send tes atonce. We were unable : 
to accommodate late comers last year. : . . . P . 
“ir own fields that now no 
These mB we be very largely in- their , 
crease yond the regular issues, ners P rartice - . _ 
bat the advertising rates remain the | general advertiser can be well 
one gp 1 in this territory, except 
served 1 1S ory, exce 
EDWARD P. CONE, M’g’r Adv. Dept. Y» 
Cor. Spruce and William Sts, N.Y. at greater cost and trouble, 


junless he uses 


41, 588, 584 | These favorite 
Circulation Religious Home Weeklies. 


| No matter how small your 





In six months, July Ist to Dee. 3ist, 1890, was | 
i re t ~ “Vv » § . re 4 4 . , Ma 
given by our agency to the 34¢-inch adver list, if you have any thing to 


| advertise which well-to-do fam- 


> . 
Scott’s Emulsion pee 
lilies should buy, it will be all 
of Cod Liver Oil the better for having some or 
in Home Print country weeklies all these papers included. 

We —_ ve an cease would satisfy . 
many advertisers that they could use thi iri 7 . ¢ - 
Home Print weeklies to advantage. Ke W rite for cost and full - 

| formation. 
of this class of One 
Our Catalogue « capese, Bopoad Price 
Edition for 1891, will be sont to any adver Advertising 
tiser on a »plication, and our method of work —r 
fully explained. Without Duplication 
| of Circulation 
HOME 1 BEST 
JOUPMALS WEEKLIES 
Every Week 


Over 275,000 Copies 
Religious Press 
Association 
Phila 








— 1 j 7. } 
N. W. BRANCH, Home Insurance B’ldg, CHICAGO. 
EASTERN BRANCH, 54 Beekman &., NEW YORE. 
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saan Home sia 


BOSTON, MASS., 


ce Hay very mes t advertising mediums tha n be - nd. a 
are anxio Ava demonstrate to chetilaats the v va ale of « solu 
Our re aes e libe a | ail | cages _ ar ~ he abi it sf lox i ng 
thre ough the adve rtising a mns r ps ios rch of barga 
Why not giv a trial “We gu 


40, OOO Copier ee November, 


At only 20 cents an Agate Line. 


Copy must be in October 25th. 


December Number 100,000 


Price 50 Cents an Agate Line. 


Order direct, or through any Advertising Agency. 





POTTER & POTTER, Pubs., Boston, Mass. 


“The tarkes Biate 


MNawadle Laxerisng Merion, 


BEI Baud Lived SAN 
Waal Cir idiot Mh 
RAI AaGralshor GM 


NauaLredstonl {Md 
Wha Gsendsiok AMM 


RR Tritwie Vita ON 


Rreserk hanertisung Rares %We.gerhgalelwve. 
Potter & Portex , Pubs. 
BG WWF eder aN. Boston Mass 








PRINTERS’ INK. 


The National Tribune 


WILL ISSUE FOUR EDITIONS OF 


250,000 Copies Each, 


OcTOBER 22, 29, NovEMBER 5, 12. 


No Extra Charge for Advertising in These Issues. 
Copy must be in hand at least three days in advance of 


date of issue for which it is intended. Address 


THE NATIONAL TRIBUNE, 


BRANCH OFFICE WASHINGTON, D.C. 
66 PULITZER BUILDING, NEW YORK CITY. 
BYRON ANDREWS, Manacen. 


THE ST. LOUIS CHRONICLE 








co 


ACTUAL CIRCULATION 


FOR 2 WEEKS ENDING SEPT. 19TH, ’Q1. 


MONDAY, September 7 
TUESDAY, September 8 
WEDNESDAY, September 9 
THURSDAY, September 10 
FRIDAY, September 11 
SATURDAY, September 12 
MONDAY, September 14 
TUESDAY, September 15 
WED VESDAY, September 16 
THURSDAY, September 17 
FRIDAY, September 18...... 
SATURDAY, September 19 


TOTAL for two week 


DAILY average... 


ADVERTISERS 
A Circulation to exceed 40,000 daz/y. 


E. T. PERRY, 86 & 87 Tribune Bidg., New York, 
Will furnish RATES, SAMPLE COPIES and further information, 








<rK—sumZzort ZO 
Os OMS 2>R> 
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Some Buy It. Many 
Readers 


Some Steal It. Make 


Many 
Some Borrow It. Customers. 


Thousands read it, and that’s the reason why advertise- 
ments placed in 


The Road 


pay the advertisers such handsome dividends. 


IT’S THE LEADING 


Commercial and Independent Political Weekly in the West. 


It is one of the 


Papers That Many People Read, 


and it will pay you to include THe Roap in your list for 


this season. 


A copy of The Advertiser’s Diary Ledger, worth 35 
cents, mailed free to all reliable advertisers on receipt of 
eight cents in stamps. Checks your advertising accounts 
with 24 weekly and monthly and 4 daily publications for 
one year. Address 


THE ROAD PUB. CO., 
P. O. Drawer 1144. Denver, Colo. 
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A newspaper that is read by a well-to-do class 
of readers, and that does not depend on promis- 
cuous street sales for its circulation is the paper 
that pays advertisers. 


There is no waste to this class of circulation. 


One of the few papers of this kind is the 


PITTSBURGH 
hronicle 
Telegraph, 


a thoroughly reliable news-giver, and a paper that 
the people of Western Pennsylvania depend on. 

The PitrspurRGH CHRONICLE TELEGRAPH recently 
celebrated its fiftieth anniversary. 

It is the only paper in Pittsburgh that receives 
both the Associated and United Press reports. 

It is published from one of the finest and most 
complete newspaper plants in the country. 

It is the family paper of Western Pennsylvania, 
and one of the substantial newspapers of the 
United States. 

Daily has 23,000 and Weekly 28,000 circula- 
tion. 

Cc. J. BILLSON, 


86 & 87 TRIBUNE BUILDING, 
NEW YORK. 














PRINTERS’ INK, 


‘* How's business ?” 

‘** Going like clockwork.” 

‘I am going like clockwork, too.” 
‘Yes, all run down.” 

‘Ah, ha! Guess you haven't en- 


gaged space in ‘Comfort,’ then. ‘If 


you put it in Comfort it pays,’ you 


know. I am getting a hundred an- 
swers a day to my ad. I tell you 
it's a puller. Better try it.” 

You can secure space at the Agen- 
cies, or of the Publishers, THE GAN- 
NETT & MORSE CONCERN, Au- 
gusta, Maine. 

W. T. PERKINS, Manager New 


York Office, 23 Park Row. 








PRINTERS’ INK. 
THE 


Philadelphia Inquirer. 


71 YEARS OLD. 


Circulation 63,000 Daily. 


The largest Republican circulation in Pennsylvania. 

The most popular paper in Philadelphia, it has worked for 
and accomplished public reforms that to-day give it a power 
and influence not exceeded by any other paper in America. 

Its advertising power is also great. It is a family paper. 
It appeals to bright and intelligent people—the classes that 
have money to spend. 


+ 
+ 
+ 
7 
; 
+> 





naand 


THE PHILADELPHIA INQUIRER was purchased nearly 
three years ago by Mr. James Elverson, the well-known 
proprietor of ‘“‘Golden Days" and ‘‘Saturday Night.” Its 
progress since then has been continuous. It was, at the same 
time, made a complete modern newspaper, equal to any pub- 
lished in the United States, and the price reduced to one cent. 
It has been kept at a high standard, vigorously pushed and 
heavily advertised. When the price was reduced it grew in 
three weeks from 17,500 circulation to over 40,000. Now 
it has over 63,000 daily. Before another year it will have 
passed the 75,000 mark, as it grows steadily from month to 


to reeeses. 





month. 





tee 





tteee 


As the majority of the present subscribers of the Inquirer 
were first obtained by advertising in other Philadelphia 
papers, and have since been held because the Inquirer is the 
paper they desire, it follows that the 


Readers of the Inquirer 
Read Advertisements; 


not only read advertisements, but act upon them. 


They Will Therefore Read Your Advertisement. 

It is a medium that pays ail who use its columns. It is the 
best paying medium in Philadelphia. For advertising rates 
inquire of 

R. A. CRAIG, Manager “ Foreign” Advertising, 
121 TIMES BUILDING, NEW YORK. 
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300,000 COPIES WEEKLY, 


REVIEW OF THE SATURDAY BLADE'S GROWTH. 


(38 Years Old June 16, 1891.) 


Date. Circulation. Rate. 

Jan., 1889, - - - 25,000 - - - $.15 per agate | line. 
June, 1889, - - - 41,000 - - - -25 

Jan., 1890, « - - 63,000 ° - - .40 “% “3 
June, 1890, - ° - 100,000 - . . .60 - = 
Jan., 1891, - - - 150,000 - ° ° oo |” oa 
June, 1891, * e - 200,000 - © - 1.00 “tg +9 
Oct., 1891, - - - 210,000 . - - 1.00 - sia 


The Last Rate is the Cheapest. 


REVIEW OF THE CHICAGO LEDGER'S GROWTH. 


(19 Years Old, bought by us November, 1891.) 


Date. Circulation. Rate. 
Oct., 1890, . » . 30,000 - - - $.25 per agate | line. 
Jan., 159gI, - - - §5,000 - - - -35 
June, 1891, - - - g0,000 © ~ * .50 - - 
Oct., 1891, - - - 100,000 - ° * .50 9 - 


The Last Rate is the Cheapest. 


25 PER CENT. INCREASE IN RATES. 
The net Advertising Rates will be increased 25 per cent. on all new busi- 


ness January Ist, 1892, owing to the rapid growth and great increase in 
circulation. 


ADVERTISING RATES UNTIL JANUARY iIsT, 1892. 


The Saturday Blade, agate, - - 81.00 per line 
The Chicago Ledger, “ - . - e- —* 
The Blade and Ledger combined, agate, - - 1,25 


Three Rules Peculiar to the BLADE and LEDGER. 


No. 1. Any advertising contract cancelled at any time for any person, for any 
reason. 

No. 2. No discount for time or space. 

No, 3. Circulation PROVED each week, by P. O. receipts, paper used, or in 
any other way suggested by any advertiser. 


Apply for space to any recognized Advertising Agency, or the Publisher, 
W. D. BOYCE, 116-118 Dearborn St., Chicago, Ill. 
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An Honest Count 
Is the noblest work 
Of an Honest Paper. 


Ta Ee 


PITTSBURG PRESS 


DAILY & SUNDAY, 
Furnishes information that proves its Figures 


42,761 Copies 


Printed and SOLD each issue, which is a much 
larger circulation than many New York City dailies. 


Important Factors in Advertising. 
(“jreulation THE PRESS HAS BOTH. 

If you take advantage of this fact, 

lientage it will assist you on the road to 


1 OF) 
| Ve ed aS 
1 tarvel f printer ink on’a FENCE would 
[ons anthing ben profane contempt err 
‘But when {used on ale ol Wh 


Bi 
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fi and REPEAT whatever you, bi 
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S.C. Beckwit 
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NOTICE.—This advertisement will be published in the Century, 
Harper's, Cosmopolitan, Scribner's and Frank Leslie's Popular Monthly, as 


well as in a great many other journals of national reputation, in the month of 


October. You should subscribe and send THE GREAT DIVIDE to some friend, 


because you send a $10.00 value which only costs you a dollar. You HEAR. 
—_— = 


he Marvelous Moqui Snake Dane 


By Dr. R. . SHUFELDT, of the 
Smithsonian Institution. Illus 
trated from photographs which 
are said to be the only ones ever 
made, All of our illustrations 
are made direct from photo. ne 


Indian Girl. 
The above is but 
one of the many 
articles and illus 
trations. The spe- 
cial feature of the 


plie in seven col 
suitable for 
framing, of 


the incomprehensible wonder of the Rockies, frozen in mid- 
summer, yet surrounded by beautiful foliage. 


TWENTY GEMSTONE 


Cut and Polished for Jewelry Mounting 


ALL FREE WITH 


THE GREAT DIVIDE 


These Gemstones are as follows: Cameo, Geldstone, Tiger Eye, Sard-Onyx, 
Fancy Crocidolites, Ribbon Agate. Carnelian. Jewel Agate, Satin Spar (the 
peer of Moonstone), Montana Moss Agate, Agate for sleeve buttons, Green Moss 
Agate, Striped Agate for ladies’ brooch, Petrified Wood, etc., given free as a pre 
mium to each new yearly subscriber, if $1.00, price of yearly subscription, is sent within 
30 days of the date of this journal. Each Gemstone is honestly worth 5@ cents, and some 
cannot be bought for $1 each of any jeweler, and the total value is over $10. You natur 
ally say, “Can this be true?” We positively guarantee to refund your money if you are 
not fully satisfied. Our reason for offering this costly premium is: 

We must advertise in order to get others to advertise with us, and by this method 

we will have a national circulation quicker than by any other way that we know of, 

and our conclusions are sustained by experiments. 

OUR CONTRIBUTORS are Literateurs, Plain People, Scouts, Cowboys, Miners, 
Indians—in other words, people familiar whereof they write, and who tell their stories in 
their own quaint way. You cannot afford to miss this. 

MARVELOUS as this inducement seems, you may rest assured it is genuine, or the 
publishers of this magazine would not print this advertisement ; therefore send $1.00 
to-day for a year’s subscription, and the twenty Gemstones will be sent the same day your 
order is received ; or, if you prefer, your newsdealer will get it for you. 

Sample copy, 10 cents. Always address 


THE GREAT DIVIDE, 1516-18 Arapahoe St., DENVER, COLO. 





